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Marketing in commercial banks becomes the key strategy to realize the global 
operation. Along with establishment of market economic system of our country, the 
macro-environment and micro-environment of commercial banks have been changing 
a lot. In order to keep or enlarge market share, to raise competitive capability, and to 
increase profit, the commercial banks in our country have to build up the concept of 
marketing management.  They must use the concept of managerial strategy which 
views customers as the heart of management. The commercial bank must increase the 
capability of business innovation, and provide a variety of services to satisfy different 
needs of customers.  Since China entered WTO, foreign banks have competed with 
our banks in the same policy-surrounding. Marketing strategy in foreign banks, their 
organizations, technologies, services, marketing experience and business varieties will 
constitute challenges to China commercial banks.  
At present, the practice of marketing management in our commercial banks has 
still stayed in initial stage. The banks can't use marketing theory systematically and 
comprehensively. There are many shortages not only in valuable combination of 
product, price and promotion, but also in process management such as plans and 
control.  In the thesis, the author's purpose is using the marketing management 
theory and practice of international commercial banks, analyzing the success and 
failure of marketing management of commercial banks in our country, probing into 
how to improve and develop the theory and practice of marketing management in our 
country from the analysis of marketing environment, marketing strategy and 
implement.  
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1.2 论文的结构  
    本论文在绪论部分说明了选题的背景与意义、结构以及研究方法。 












































































    商业银行市场营销是企业市场营销在金融领域的发展。商业银行市场营销的
概念 早是在 1958 年召开的全美银行协会会议上公开提出的，但那时的银行营
销只是简单地被认为是“广告与公共关系”的代名词，直到 20 世纪 70 年代，人


























识的不断深入而逐渐丰富起来的。如 20 世纪 60 年代，银行营销只是简单地意味
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